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A single swallow does not make a summer. 


A single qualification does not ensure the best 


NEWSPAPER ADVERTISING. 


fa man has the above requisites (and the time to spare from his own 
business), he can handle his own advertising. 


Otherwise he should select the Newspaper Advertising Agent who touches 
the above circle at the most points. 


NW. W. AYER & SOW, 


Philadelphia. Newspaper Advertising Agents. 
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THE COUNTRY NEWSPAPER. 
By Byron W. Orr. 


If you have anything to sell that 
commands trade outside of your own 
city, use the country newspaper. 

In the country newspaper you have 
a reliable and effective friend that does 
its mission at more family firesides than 
do many of the metropolitan dailies. 

in the country weeklies the marriage 
bells toll more joyfully than in the 
great city papers, and when the col- 
umns of such a home paper tell us 
that some humble person has gone 
from the world we read with tears, for 
he was our neighbor and friend. 

The country newspaper is not only 
a business guide, but it is a pulpit of 
morals for the entire community and 
county in which it is published. It is 
a kind of public rostrum where the 
affairs of state are considered; it is a 
supervisor of the streets and roads; it 
is a social friend, a promoter of friend- 
ship and good will.—/rinters’ /nk, 
Feb. 18. 


One-sixth of the reading population 
of the United States outside of large 
cities read the 1,400 Country papers 
comprising the Atlantic Coast Lists. 


Half a cent a line a paper for transient adver- 





tising. Quite a reduction for long-time orders. 





NEW YORK NEWSPAPER UNION, 
134 Leonard St., New York. 





it gives us pleasure to testify to the merits of 
your Lists as advertising mediums. We are 
» which is evi- 
dent from the fact that we continue our pleas- 
ant business relations with you year after year. 
CHENEY MEDICINE CO., 
Proprietors Hall’s Catarrh Cure. 
Toledo, O., Dec. 6, ’90. 
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ol, IV. 


PREPARING ADVER- 
TISEMENTS. 
By Jobn S. Grey. 


Half a dozen years ago, if a man an- 
nounced himself as an advertisement 
writer he would have been regarded 
with contempt by the literary element 
in the community. The essayist, the 
critic, the editor, poet, humorist, or 
even hack writer, had a certain respect- 
ful homage paid to them by their pro- 
fessional brethren; but a man who had 
the audacity to admit that he wrote 
only advertising matter was looked 
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down upon as being of the substratum 
of literary workers. 
We find things greatly changed, 


though, in ’91. People have gradually 
come to recognize that men on whose 
work depends the successful or un- 
successful expenditure of hundreds of 
thousands of dollars per year are at 
least of as much importance in the 
world as self-satisfied scribblers on the 
newspapers, who receive their $5 to $10 
per column for airing their opinions on 
subjects they imperfectly understand. 

And so it comes about that to-day 
the man of original ideas, with an 
original way of expressing them, has 
elbowed his way through the army of 
men of mediocre literary ability, and 
in point of position and salary stands 
ahead of those who were wont to look 
down on him with contempt. The 
change was not exactly a revolution of 
opinion, but simply the natural result 
of common sense reflection. 

Rudyard Kipling, the flippant young 
critic of a country he knows nothing 
about, may write a 300-page novel that 
will cause a great commotion, but be 
of less monetary value than an effective 
single-page advertisement in the Cen- 
‘ury or Harper's. What I mean is 
that the advertiser would receive more 
proht from such an *‘ ad.,” well writ- 
ten, than the Anglo-Indian slaughterer 

| the Queen’s English would get from 
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the sale of his book. True, the writer 
of the advertisement would not obtain 
as much cash or credit, because it is 
his business to merge his identity into 
that of the house which employs him, 
but the worth of the work would be 
there all the same. 

Writers of effective advertising were 
never paid better than they are to-day. 
Even the mean advertisers, who for- 
merly starved the men who helped to 
make them—not even allowing them 
salary enough to take Bass for lunch— 
are unwillingly forced to admit this. 
They find they have to pay much more 
for ideas nowadays than heretofore; 
and as they must have the ideas, in 
order to sustain their own false posi- 
tion as ‘‘originators,” their pocketbooks 
suffer largely. There are a great many 
very clever and bright newspaper men 
around who would be glad to make 
from $3,000 to $5,000 a year. A good 
writer of advertising can do this easily 
—when he works for the right kind of 
people. 

But it is not every man who can 
afford to pay well, or even pay at all, 
for advertising matter. There are 
thousands of small tradesmen scattered 
through the country who, though com- 
pelled to advertise in the local papers 
in order to keep level with competition, 
cannot afford any expenditure for that 
purpose beyond the weekly dollar or 
two they pay for space. 

To these and to others who are not 
above taking hints about their adver- 
tising, as well as to those who cam pay 
for pointers, but don’t like or intend 
to, tbe to offer a few suggestions on 
the preparation of their advertisements. 
Let me say at the outset that there is 
not and should not be any mystery in 
this alleged art. Skill comes chiefly 
from persistent practice, combined with 
a natural taste. I believe that any 
man who can write at all can, with ex- 
perience, write a good and effective 
advertisement for his own business—if 
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he goes the right way about it. You 
will say that you knew that before. 
Possibly; but did you know that it 
was easy to find the right way? Did 
you ever try to acquire it ? or, to come 
more directly to the point, did anybody 
ever tell you how to obtain it? 

We will suppose that a clothier, 
hatter, grocer, shoemaker or dry goods 
merchant has to prepare his own ad- 
vertisements every week. The first 
few changes of matter—for to be 
effective the advertisement must be 
changed—come pretty easy to him. 
Then he begins to find himself at a 
loss what to say and how to begin 
saying it. The reason for this halt is 
not a lack of confidence so much as a 
disposition to study an elaborate style. 
The merchant thinks he is writing an 
essay or a scholarly digest on silk or 
woolen goods, leather or New Orleans 
molasses. This is the first rock on 
which he splits, and possibly the 
worst one. The simplest language is 
the best. Keep away from long words 
and long sentences. No matter how 


finely you can write, recollect that 
what you are doing is done to please 
the public—not yourself or your highly 


educated friends. Write precisely as 
you would talk to a customer; put 
yourself in his place; anticipate his 
possible objections ; point out the qual- 
ities of your goods as they ought to 
look to Ais eye—not your own. 

Do not have a tedious preamble at 
the beginning of your advertisement. 
It is generally the first words that are 
the ‘‘ eye-catchers”’ ; let them be plain 
and blunt, and experience has taught 
me that the more commonplace they 
are the more successful they are also. 

Remember this, and let it sink deep 
into your brain: There is nothing in 
the whole range of literature requires 
less of graceful and dignified diction 
than an .advertisement written to be 
successful. Suppose you commenced 
a pompous, “‘high-falutin’’ style of 
conversation with your customers when 
they visited your store, how long would 
youkeepthem? Don't you think they 
would unanimously vote you a bore? 
Don’t you think they would regard 
you as an unmitigated mule—a laugh- 
ing-stock for the whole town? And 
don’t you think they would be cor- 
rect? To be universally understood 
you must talk plainly, lucidly, simply, 
and you should write your advertise- 
ments in the same way—you are talk- 
ing still through printers’ ink. Don’t 
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let there be the slightest sign 
strained effort in your composition- 
suggests the schoolboy rather than thx 
master, 

I believe it is the first article of M: 
Powers’ creed that an advertisement 
ought to be truthful. This should bx 
also the belief of every business writer 
and advertiser, and they should act up 
to the belief. Lying is not only not 
necessary in business, but it is ruinous 
in the long run to those who practic: 
it. Truth, on the other hand, always 
makes friends, and there is a great sat- 
isfaction in knowing that your custom- 
ers have confidence in what you say 
and what you sell. 

No matter what space you have in 
the local papers, don’t fill it so that it 
looks crowded. I am a great advocate 
of brevity, and I have good reasons for 
my position. A handful of sand thrown 
at a wall will make no mark—a single 
small pebble will leave some impression 
A lot of small type does not catch the 
eye nearly so quick as a single word in 
bold, black caps. Be careful to make 
that word strong and attractive. ‘Two 
or three short, sharp, crisp sentences 
each embodying some qualities 01 
pointers about your leaders, and you 
have written quite enough, Don't say 
your goods are dirt cheap, or that you 
are selling at a loss, and don’t decry the 
goods of your rivals. Intelligent peo- 
ple won't believe the first statements, 
and certainly won't approve of the 
latter. 

These remarks are intended for those 
who wish to prepare their own adver- 
tisements. For that reason I say noth- 
ing about cuts, which, of course, cost 
money—more, no doubt, than the store- 
keeper can afford, But when he is in a 
position to spend a couple of dollars a 
week, a good attractive illustration 
would be well worth that amount to 
him, and can be procured on a regular 
weekly service from any of the many 
syndicates now in the field. 

It would be encroaching on the ed 
tor’s space to give here any samples of 
the stvle of advertising I would recon 
mend for various businesses, but what 
I have indicated as being well not t: 
may give an idea of what should !« 
done. If not, a regular weekly per' 
of PRINTERS’ INK, of the advert 
ments and suggestions appearing th: 
in, ought to give the average cou: 
merchant more points about advertisi! 
than he can get from any other pu!i- 
cation in the world, 





PRINTERS’ INK. 


STRAY SHOTS. 
By Artemas Ward. 


An intelligent man, actively engaged 
the advertising business, called on 
and said that he understood that | 

1a collection of all the good adver- 
tisements put out during the past few 
years. I held my hands up in surprise 
id exclaimed, ‘* My friend, the Astor 
Library would not hold them. A long 
fe might be spent in reading even the 
ream of the great literature of trade. I 
shall never attempt such an enormous 
contract. Some of my friends are col- 
lecting a million postage stamps, but—” 
He saw that I was wound up, and ex- 
cused himself hurriedly. _ Did he mean 


o tempt me to this task in order to re- 
move me from active competition in 
advertising field ? 

* * 


n * 


But what is a good advertisement ? 
Judging from several prize competi- 
tions lately decided, every judge and 
every advertiser has his own personal 
measure, and the public can be Vander- 
bilted. Yet there are wide differences 
in the articles advertised and the per- 
sons addressed. which justify many 
strange forms of the public appeal. 

~ * * = 


I was younger once. Life’s ambi- 
tion then consisted in keeping a country 
cylinder busy on job printing. An 
almanac, full of the silliést jokes and 

vaded with illustrations in which the 
crude thought was rendered still more 
crude by the artist’s pencil, and made 
finally terrible by the engraver’s tools, 
ittracted my attention. Rumor said 
that for ten years the edition had been 
five millions. In half an hour that 
nouse had borne the attack of my elo- 
quence. Modern process work; cheaper 
and yet better effects. Pen and ink 
lesigns reproduced by photography. 
Something guaranteed to be far su- 
perior in thought, design and work- 
manship, and at less cost. In ten min- 
utes my education had been materially 
improved. They sought the back- 
ountry farmers—men who never saw 
the city—who wanted a joke hammered 

them with a maul. This style— 
nonsense, poor cuts and all—was to 
them as a trade-mark. They could not 
afford to alter it ! 
* - 


* * * 


The cireus men know a thing or two 
about the public they address. Here 
is the opinion of R. F. Hamilton, who 

es Barnum’s word-building : 


- 
** People have become so accustomed 
to the big adjectives that go with the 
circus bill that a moderate statement 
of all the wonders to be seen within 
the big tent would not attract atten- 
tion. They are an important part of 
the show, but it is very exhausting 
work this season finding adjectives big 
enough to give an idea of half the won- 
ders that we are going to exhibit.” 

If Mr. Powers would only write a 
commonplace, Anglo-Saxon, simple and 
honest announcement for the ‘* Great- 
est Aggregation of Wonders,” the re- 
ceipts at the tent doors would be— 
what ? 

~ + ~ 


* * 


What is sauce for the goose is not 
always sauce for the elephant. A 
pamphlet costing twenty cents per copy 
might suit a wholesale metal man who 
could hardly put out one thousand of 
them to advantage, but it would bank- 
rupt a patent medicine house putting 
out millions of its booklets—pardon 
me, primers. Dry goods are local. 
Medicines are national. Shows are 
wandering. Furs are northern. Snuff 
is southern. Chewing gum western. 
Ibsen's works are for Boston ; the Sz 
only ‘* shines for all.” Solicitors of 
advertising too often present their case 
to all alike. 

& * s 


* * 


Arthur Helps said: ‘*‘ You see what 
I drink, but you cannot see my thirst.” 
(He was a moralist and not a toper.) 
I laugh as I write these stray shots. If 
it were not forbid to tell the secrets of 
my prison-house, how the fun and the 
figures could be made to dance down 
the lines. You see what I tell, but 
you cannot see what of necessity I 
withhold. 


+++ 
ON A FAMILIAR SUBJECT. 
By E. D. Gibbs. 


The gentlemen who contribute to 
the columns of the advertisers’ guide- 
»book, PRINTERS’ INK, have discussed 
some of the most important subjects 
that could possibly be thought of. 
Among them all none of them have 
been of so great an interest to me as 
those on ‘‘ Advertising Experts.” 

Verily, Mr. Editor, I have been 
sorely troubled with these self-styled 
‘* fortune-bringers.”’ 

Mr. Gillam, in a recent article, ex- 
pressed my thoughts so exactly that I 
might add ‘‘ metoo”’ to his article and 
pass it in as my contribution, but Mr. 
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Gillam may not have met some of the 
experts (the printer will please put 
this in caps) that I have had dealings 
with. Some of them I know by his 
writings he Aas met with, for he draws 
a most excellent pen picture of one or 
two of them. Probably he meant his 
remarks to apply in general, and yet 
how aptly they would fit some of the 
experts I have in mind. 

True advertising is placing a descrip- 
tion or the name of an article so clearly, 
attractively and persistently before 
the public that whenthe mere mention 
or the thought of the use for which 
that article is intended occurs, the first 
thing that comes to the mind is that 
particular article, and yet many of 
these so-called experts take the most 
round-about method of bringing these 
points to the notice of the public. 
Simplicity of language may be of great 
assistance to the correct understanding 
of many things, but I don’t see wherein 
is the necessity of taking every man, 
woman or child for a natural-born 
ignoramus. 

I could grind out their style of ad- 
vertising by the hour if needed. 

Let us take an article on shoes, for 
example. Here is the way these pen- 
drivers go at it: ‘‘ A shoe is made 
to wear on the foot, not on the hands. 
A shoe to be good should be made of 
good leather. Good leather is leather 
properly selected and properly tanned. 
Even a bad boy if properly tanned 
might make a good boy. Our leather 
is paeey tanned. There is a busi- 
ness moral here.” 

Or the following, for instance : 

‘*Do you wear suspenders? Some 
people call them galluses. Never 
mind the name—call them what you 
will. Anyway, you use them to hold 
your pants up. Suspenders require 
buttons unless you use nails. Our 
buttons are the right kind. No non- 
sense about these buttons,” and so on 
through the whole category. Oh, ye 
gods ! to think that people of this glo- 
rious nineteenth century look upon 
that as good advertising. Baby-talk— 
nothing but driveling idiocy—and yet 
we find it staring at us in the papers, 
looking down on us from ‘‘ L” win- 
dows and making us sick with its rank 
silliness. 

There seems to have sprung up dur- 
ing the past year or so a school of that 
style of business writing. 

Sing a song of business, 


A paper full of lie, 
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Four and twenty experts 
Have a finger in the pie. 
When the pie is opened 

The birds begin to sing ; 
Is not that a pretty way 
To advertise a thing ? 

The poetry pray excuse ; the sent 
ment I hope you will appreciate. 

I have had these knights of th 
advertising quill come to me or write 
me offering to change the whole tenor 
of my advertising methods and offering 
some brilliant scheme of their own 
wherein they at least can see a straight 
and shining path that leads directly to 
fortune. The ladder of fame in their 
eyes consists of only a few rounds, 
which with their assistance can be 
grasped so quickly and so easily and 
mounted so rapidly that the man who 
is fortunate enough to secure the 
services of these veritable finders of 
gold reaches the top so rapidly he is 
fairly astounded. 1 have always found 
that to reach the top of this well 
greased and very slippery ladder it re- 
quires careful and thorough planning 
and that the top round isa big way 
from the lowest. The market is over- 
stocked with these shakers of the tree 
of wealth. Why, oh, why, can’t they 
apply the same rule to themselves that 
they invariably apply so successfull) 
(proof of which I refer you to their 
advertisements) to others ? 

If you could see the accumulated 
mass of sheer, utter nonsense which 
from time to time has been submitted 
to me by men who are continually 
lauding themselves in the newspaper 
as business-bringing and money-pro- 
ducing agents you would agree with 
me that all is not gold that glitters 
One would think, however, from the 
sparkle and sheen of the carefully 
worded advertisements of these brain- 
splitting autocrats that the majority of 
the business public consisted of people 
thoroughly out of accord with their 
own affairs and who are unable to 
present to an appreciative public th« 
gerits of their respective articles. | 
wonder how many of these men who 
are trying to make a business by ad- 
vertising other people’s business w: 
make a success if they were placed in 
the same position as their hoped-ior 
patrons. Judging from the way the) 
themselves advertise their advertising 
abilities, they would meet with |! 
success were they to attempt the same 
style in advertising such staples as 
dry goods, clothing, hats, etc., etc. 

I don’t want to throw a dampe' 





PRINTERS’ 


or to discourage attempts made for a 
livelihood, but I do object most de- 
idedly to the rantings of this class of 
bread-winners. 

‘Consistency is a jewel,” but I do 
not notice it sparkling from the rai- 
ment of any of these so-called adver- 
lising experts. 

-o 

HANDWRITING REPRODUCED. 

‘By Percie W. Hart. 


A reproduction of handwriting, by 
the photo-electrotype process, can be 
utilized to good advantage in advertis- 
ing ; and it may be of interest to those 
who are looking for something differ- 
ent from the general run to examine 
the illustration here given, making al- 
lowances, of course, for the lack of 
space at my disposal to give any 
startling effects. 

“ ” 

riters’ nck 
Yurtirr 
e=u, —— 

The writing to be photographed 
should be original both in chirography 
and matter, as well as easily read, and 
copy should be prepared at least twice 
as large as space desired, for the rea- 
son that much of the rough appear- 
ance of the writing will vanish by re- 
duction. It is my opinion that ‘* Van 
Beil’s rye and rock for consumptives,”’ 
or some similar article that can be de- 
scribed in a few words, could run a 
line of spring and fall advertising, 
half column, adjoining reading matter, 
writing up and down the column in 
above style, to good advantage. 

In this era of multitudinous ideas 
I cannot claim it as a strictly original 
one except in my application, which is 
‘peculiar to itself.” 

\s a matter of fact, a plain round 
hand would be so strikingly different 
from any display type or electro in 

rdinary dailies that the eye would in- 
voluntarily be arrested, and from its 
very novelty would take in its meaning 
ata glance. 

Right here the assertion can be 
made that one of the secrets of success- 

advertising is so to associate the 

me of your article with the article 
self, that the one will suggest the 
er, and wice versa ; in other words, 

t yours is different and better than 

ther similar articles. 

lo accomplish this end there must 

more or less originality in both 
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article itself and method of attracting 
public attention to it. The present is 
the golden opportunity for a few ad- 
vertisers to utilize a peculiarly written 
name or trade-mark, and make it as 
familiar to the public as Douglas’ face 
or that ‘‘ kodakean’’ motto we all 
know so well. 


TYPOGRAPHY 


-_ | 
IN ADVERTISING. 


A well-known advertiser said yester- 
day: ‘*‘ Here’s where evolution and rev- 
olution have been remarkably busy. 
The old-time form of a merchant's an- 
nouncement is being more and more 
ignored — discarded and relegated as 
something too ancient for present use. 
The universally read advertisement of 
to-day is the one that contains interest- 
ing business news well and intelligently 
told. Why depend on big, black, inele- 
gant type to impress the public with a 
fact? Loud talk and conspicuous dem- 
onstrations are usually avoided by the 
man who has a plain truth to state. Ed- 
itors eschew bold displays. Glaring ink- 
spreads are opposed to the generally 
accepted ethics that govern journalistic 
style. Writers rightly prefer the power 
of their portrayal and the absorbing at- 
traction of their theme, rather than an 
array of fantastic typographical effects, 
to command attention and inspire pe- 
rusal. Court and market reports, tele- 
graphic news, society mentions, special 
correspondence and every other import- 
ant feature of the modern newspaper is 
dressed in modest ty Why not ad- 
vertisements? Huge, coarse head-lines 
possess neither dignity or grace, in- 
jure the paper's appearance, detracts 
from its value as an advertising medium 
and suggests the idea of applying the 
unrefined epithet ‘‘ blatant” to those 
who pay for the printing.—A/¢anta 
Constitution. 

One of the greatest troubles encount- 
ered by advertisers and advertising 
agents in placing advertisements is the 
negligence of the publishers. Poor 
proof reading, no attention to position 
and inferior press-work will lower the 
dignity of papers of the largest circu- 
lation. The publisher should endeavor 
to keep up the credit of his paper by a 
rigid observance of these points. When 
an advertisement runs long enough to 
begin to blur, it should be reset, and 
good press-work should always be ob- 
tained, even at a greater outlay of 
money.—V. 7. Blackwell. 
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Correspondence. 


QUITE CAPITAL ENOUGH 
Sart Lake Ciry, U. T., Feb. 14, 1891. 
Geo. P. Rowell & Co., New York, N. Y.: 

GENTLEMEN—I am desirous of opening an 
advertisement agency in this city, and I have 
not a doubt that such an institution would not 
pay. Ihave been advised to write you upon 
the subject, and hope I can make satistac- 
tory arrangements with you. 

At present my hands are tied, but after 
July rst, 1891, I can give all my time to the 
scheme, and assure you I will do my best to 
make a success of the undertaking. 

Ihave a little money, about $150, but hav- 
ing had no experience in the business I do not 
know if that sum will be sufficient. In connec- 
tion with the advertisement department I 
propose to tack up signs, distribute samples, 
circulars through the Territory, and furnish 
permanent addresses of agents and salesmen. 

I will be very glad to hear from you. 

Hoping we make satisfactory arrangements, 
lam, sir, wey truly yours, 

Sracke Rovuts, 
Box P, Salt Lake City, U. T. 


New York, February 20, 1891. 
Mr. Starke Routh, Box P, Salt Lake City, 
oF 


any Str—We have your letter of February 
14th, 

If in addition to your $150 capital, you have 
honesty, industry and common sense these 
will be sufficient for starting the business 
Publishers are quite willing to deal generously _ 
with young and ambitious advertising agents. 

We do not want any agency in Salt Lake 
City, but whenever you want an estimate for 
one of your customers we will make it for you 
and charge you for the service on the plan set 
forth in the inclosed circulars. 

We send you our 256-page pamphlet, 
“* Newspaper Advertising,”’ and advise you to 
read ‘* What may be learned from this book.” 
See page 5. Very respectfully, 

Geo. P. Roweii & Co, 
oe — 


HAD LOTS OF FUN, THOUGH 


Tue New Haven Recister, 
N. G. Osborn, Editor, 
L. L. Morgan, Business Manager, { 
New Haven, Conn., Feb. 19, 1891. } 
My Dear Mr. Rowell: 

After reading the advertisement of N. W. 
Ayer & Son on the first page of Printers’ 
Ink of February 18th, 1 am reminded of a 
story I heard some time ago thatis particu- 
larly applicable to the statement they make. 

“A parrot, on its perch in the same room 
with a bull deg which was half asleep, thought 
it would havea little wa, so sung out, “ Seek, 
"em, Tige!” The dog rushed around the 
room but found nothing. Laying down again 
he heard ** Seek ’em Tige,’’ rushed round the 
room, and finding nothing laid down to go to 
sleep, when the parrot, having had so much 
fun, jumped off its perch on to the floor, 
went up to the dog and yelled out again, 
** Seek "em Tige !’ 

This time Tige did *‘ seek ’em,” and the 
way that parrot was handled was a caution. 
Had it not been that some one heard the 
confusion and rescued him he would have 
been killed. He managed to get on to his 
perch, and, after gazing at his feathers scat- 


tered all around the floor, looked mournful!) 
back at one single feather standing up 
his tail, and in a Goleful voice said, ** 1 know 
what is the matter with me. I talked tx 
damn much.”’ Yours very i 

4 More AN 


———_-+-+ ——_ 
IT PAYS. 
Cuic AGO, Feb. 20, 1891 
Editor of Printers’ Ink: 

Since the advertisement was begun 
Printers’ Ink for the Saturday Blade and 
Chicago Ledger, for which I pay $50 week!) 

have received more than $50 every week for 
little trial orders from advertisers | 
before knew or corresponded with. 

W. D. Bovcs 


oo » 


A WIFE WANTED IN : JAPAN 
From the Argonaut, 


The following advertisement appeared re- 
cently in a Japanese newspaper, and suggests 
that the land of the Mikado may be a good 
place for a matrimonial agency; also, that the 
ideal she of one man, at least, has her distinct 
limitations: “* Wanted, a wife ; if she is pretty, 
she need not be clever. If she is rich, she 
need not be pretty. If she is clever, she need 
not be perfect in form (provided, always, that 
she be not conceited). Her station in life is 
no object ; neither is the remoteness of her 
~ of abode, whether in country or town 

he ought to be in the neighborhood of twenty 
ve of age, more or less. The would-be 

ridegroom is an artist of Osaka, occupying 
a medium position in society. Ladies desir 
ing a union are requested to attend at the 
ce of the Osaka Mainichi Shimbun by th« 
twenty-fifth instant, where full particulars 
will be given.” 


Se aa 
GETTING EVEN WITH THE LOTTERY 
From the Galveston ( Tex.) Evening Tribune 
Many readers of the Evening Tribune ar 
under the impression that it is debarred fron 
the mails because it contains lottery advertis« 
ments, and that, consequently, its circulatio 
is confined to the island, Such is not t! 
fact, however. After the supply for the cit) 
is worked off, the press is stopped, the objec: 
tionable advertisements taken from the forms 
and replaced with an advertisement of the 
city of Galveston. This ** mail”’ edition ca: 
be mailed anywhere and any quantity 
them, open or nicely wrap d for mailing, ca 
be procured at Evening 7 vibwne’s counting 
room. 


nsitallpresitictesiitans 
A PRETTY BIG UNDERTAKING 
From the Argonaut. 
There is a man in New York who has th: 
magazine fever in its worst stages. His ic 
-which he is going to carry out, he says 
to start a local magazine in each of the lars 
cities of America, with local writings by | 
authors, and a corps of editors at eac h ~ 
‘* | shall have twenty magazines in all,’ 
he, recently. He ‘will certainly have ! 
hands full. One magazine is about a ver 
comfortable plenty for any ordinary man 


MORE MARKETABLE. 
From Puck. 
Poet (discouraged)—I haven't sold a 
in an age. 
Prosaic Friend—Why don’t you try t 
your hair? 
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ABOUT THE PRIZE CONTEST. 


Entries for the $1,000 in prizes, 
offered by the publishers of PRINTERS’ 
INK, are being received every day. 
The first to enter the contest was 
O'Donovan Rossa, who printed a 
rhymed notice in his paper, the United 

hman. Many of the notices are 
inique. Nearly all will be published 
omplete in pamphlet form. There is a 
noticeable tendency on the part of 
each competitor to say something 
different from anything that has ever 
been said before, and doubtless when 
all the entries are in they will make 
the most extraordinary collection of 
noticesevergiven any privateenterprise. 
The terms of the contest will be sent 
upon application to this office. One 
publisher in forwarding his notice adds 
this thoughtful postscript to his letter: 
‘“That $50 prize would buy me a 
power press, 

here is one feature about this prize 
that a publisher may lose sight of. If 
after he has printed one notice he 
thinks he can write a better one, he is 
entitled to try again. In that way the 
same publishers might possibly win 
two or more of the prizes. 

If one publisher should succeed in 
capturing all of the 36 prizes, and cor- 
alling the whole $1,000, that, of 
course, would be a surprising condi- 
tion of affairs—one that although pos- 
sible is far from probable. 

Following are two communications 
that the offer has brought out ; 


IT WILL BE Ar. 
February 21, 1892. 
Editor of Printers’ Ink: 
| have observed the offer of a $500 prize for 
st notice ot Printers’ Ink; also the 
comments made by my friend Scott of the 
Chicago Herald. 1 would much prefer to 
have the honor of penning the best notice than 
have the $500 prize. lam convinced that 
ne has more carefully studied the quali- 
f this little paper than I, and will write 
r the /ndtanapfolis News the best notice I 
w how. W. J. Ricuarps, 
Business Manager of /wdianapolis News. 


HE IS NOT IN IT. 
rIMoRE & Oun1o Rairtroap Company, 
Passenger Department, 


' 

BaLtimorg, February 20, 1891. ) 

litor of Printers’ Ink: 

Reading the communication of Messrs. N. 
vnsend & Son in current issue explains 
ase exactly, and I would like to know if 
tsiders,"” who have an opinion about 

ers’ Ink and are not directly in the 

paper business, can compete in the notice 
test ? 


im in a railroad advertising bureau and 


e and handle about 2,000 papers weekly 


INK. 317 
from all parts of the country, and would like 
to take a hand in the race, though with so 
many bright lights to run against would per- 
haps have but little show. 

Fons Printers’ Ink every week and “re- 
ligiously”’ read every page from (and includ- 
ing) cover to cover. It is interesting, instruc- 
tive and in every respect a work that should 
be universally subscribed for. 

I take the liberty of writing above and trus 
you will give “‘we”’ “‘ outsiders’’ a ** whack 
at the plum. G. Wess Pain. 


7; 


WANTS THEM ALI 


Tue Curistian Union, | 
New York, Feb. 19, 1891, | 
Editor of Printers’ INK: 

Will you kindly inform me, if not too much 
trouble, whether there is published a compact 
list of the advertising agents of the country, 
and if so, where can it be obtained ? 

Wituiam B. How.anp, Publisher. 
If you apply to Walter L. Thomp- 
son, manager of the New York office, 
245 Broadway, you will there be able 
to subscribe for the Year Book of the 
Publishers’ Commercial Union. In 
that book will be found a complete list 
of all the advertising agents—good, 
bad and indifferent. The price of a 
year’s subscription is, we believe, $12. 
—[Zd. Printers’ INK. 
a oe 
A CURIOUS ADVERTISEMENT. 
From an Exchange. 

An advertisement has been ruaning in a 
Bristol, Eng., paper for the last year offering 
$50 reward for any well authenticated case of 
achild being carried away by an eagle, no 
matter in what country. 





FOR SALE, 


Advertisements under this head % cents a line 


IG PREMIUMS TO INCREASE PROFITS. 
EMPIRE PUB. CO., 66 Duane St., N. Y. 


ASS Typewrieer never used, will be sold for 
$80. J. Smith, ® W. D. H., New Haven, Ct. 
ement of pay 


> WILL secure man: 
$40 ing newspaper in Maryland, with 
salary. Box 79, Pocomoke City, Maryland. 


M' SES TRADDLES—A book of poems. The 
4 papers call it humorous, pathetic, comic, 
lively, clever and readable. Copy mailed for 
W cents. TRADDLES CO., Cincinnati, Ohio. 


APER partly or wholiy printed, make-up 
using stories, miscellany, news, ads, locals. 
ete., as youorder. Daily, weekly or occasional 
issues. Union Ptg. Co., 15 Vandewater St., N.Y. 


OUNG PEOPLE’S MONTHLY 
Well known, long established. Pushing, 
experienced man with capital can make 
great success. Address “NEW YORK,” care 

Printers’ INK. 
VOR SALE—The entire or one-half interest 
in the leading Daily and Weekly Demo 
cratic Paper of one of the most prosperous 
towns in New York State. Parties who are 
unable to pay at least £2,000 incash need not 

K 


for sale. 


apply to “B’F.,” care Printers’ Iw 

F YOU WANT TO SELL your Newspaper 

or Job Office, a Press, or a Font of Type, 
tell the story in twenty-three words and send 
it, with two dollars, to the office of PRINT. 
ERS' INK. If you will sell cheap enough, a 
single insertion of the announcement will 
generally secure a customer. 
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TWO NEW STARS IN THE FIRMAMENT. 


Editor of Prixters’ Ink: 

It must be of interest to readers of Print- 
ERS’ [NK to note the rise and progress of the 
literature of business, 

{t is useful to notice that persons of no 
mean abilities are beginning to offer their 
services. A man of genius may emancipate 
himself from too severe constraint by such 
trifles as spelling and rhyme. 

Here are a new poet and prose writer. 

J. E. Powers, 
New York, January ath, 1891. 
The Pittsburgh brass Co. : 

GeENTLEMAN—Having seen your advertis- 
ment all over New York and 1n the papers, | 
would like to know if you would like some ad- 
vertisments something like those you have 
already published, I can write for you any 
amount of advertisments, Every one orignal, 

Here is 3 or 4 Samples, 

Of all the lamps that were made to give 
light. The Pittsburgh takes the lead. No 
dirt, no smoke, no care at all, The Pittsburgh 
leads them all. 

Tue PittssurGH Brass Co, 

You can talk about electric light, and of 
gas and Alladins wonderful lamp. But for 
light and no trouble, give me the Pittsburgh 
every tithe. THe PritspurGH Brass Co, 

Does your lamp have these nuisances such 
as a smokey top, Wick works hard and is 
always dirty, The Pittsburgh lamps has none 
of these, Tue PitrssurGH Brass Co, 

Some storekeepers don’t know a good lamp 
when they see it, They are too slow. That’s 
why they don’t sell the Pittsburgh lamp. 

Tue PrrrsspurGu Brass Co, 

Hoping you will answer, 

Resp, yours 


New York City. 
THE PITTSBURGH LAMP. 


I 
If you should go to Pittsburgh town, 
And have a chance to look around; 
Don’t fail to see the coal-oil lamp 
Reflected in the Pittsburgh camp. 


2 
Aladin in his wonder cell, 

Could no more this lamp excell, 

Than he could clime the mon on high, 
And wipe the stars from off the sky. 


3 
The Pittsburgh lamp does shine so briyht 
That often on a foggy night, 
While lingering near the citys brook, 
It was for the electric light mistook. 


In keeping clean, an in burning order, 
It beats all others on the border, 

And should light up every home, 

From here to the city of Cologne. 


5 
In the handling of the central draft, 
Its upermost in the lamp-trade craft, 
In short it’s first not second best, 
And far ahead of all the rest. 


And now a hint I’ve gave to you, 
Of what a Pittsburgh lamp will do, 
And if it don’t intrude on time, 
Send to Pittsburgh for a prime. 


Dictated to the a ~ Brass Co., 
VY THE AUTHOR. 
Jan, 25th, 1891. 
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A PHYSICIAN'S ADVERTISEMENT 
THOMASVILLE, Ga., Feb, 19, 18 

Editor ef Printers’ Ink: 

The following advertisement is clipp 
from the Boston (Ga.) World: 

DR. THOS, H. STEWART 

offers his professional services to all w 
may desire them; excepting only such as ar 
able to pay but are not in the habit of pay 
ing Mec ical Bills. He does not accept prais« 
and patronage as legal tender, instead 
more substantial currency. de takes this 
method of saying to all the poor who might 
desire his services, and who are not able t 
yay, not to feel the least restraint from ca 
ng him, for he esteems their good will and 
thanks more desirable than money, paid r 
luctantly by those who are able to pay for 
honest, anxious service rendered. Offic: 
doors west City Hall. 
Printr 


Anent Mr. Teele’s article in 


Ink, I think the above is a good one. Ther: 
is an earnestness about it that is refreshin 
A. W. Nv 


~~ 
WANTS. 


Advertisements under this head WO cents « lin 


LATO, of Portland, Oregon, wants business 
card, circular or catalogue of ever 
vertiser in the East. 


LIVE Weekly Washington Letter fo 
two-inch space in your aa W 
FITZGERALD, Washington, D. C. 


AMES and addresses wanted of good mi 
to sell Fruit and Ornamental Stock. | 
RicHarpson & Co., Nurserymen, Geneva, .) 


7 ANTED—A good local writer and adv: 
tising man. Give experience, refere: 
and salary expected. Address DAILY TIM! 
Davenport, Iowa. 
bp ty wanted to secure subseri; 
tions for Printers’ Ink. Liberal ter 
allowed. Address Publisher of PRINTER 
Ink, 10 Spruce St., New York. 


ALF-TIME employment wanted by li: 
man of a dozen years’ experience | 
publishing and advertising, now managing 
editor of a magazine. “B,” Box 3123, New 
or 


1O a party who can invest $5,000 a rare 0} 

portunity is offered to secure an equa! 
interest in a well established and prosperou 
Weekly Trade Journal in the leading Wes 
ern city. The leading Industrial Journa 
the Great West, North West and South West 
Investigation is solicited. Address “ N. F.,” 
Box 1353, Denver, Colo. 


ANTED—A man for general office work 

Must be reliable and_ trustworth) 
good correspondent, and willing to learn 
the details of an ‘agricultural Implen 
business. One having had experience in ' 
line preferred, but such knowledge not ¢« 
tial. References required. Address “ A‘ 
CULTURAL,” care of Privters’ Ink. 
| es ISSUE of PRINTERS’ INK 

religiously read by many thous 
newspaper men and printers, as well os 
advertisers. you want to buy a pay 
to get a situation as editor, the thing | 
is to announce your desire in a want a: 
tisement. Any story that can be tol 
twenty-three words can be inserted fo: 
dollars. As a rule, one insertion can be re! 
upon to do the business. 


HE ADVERTISER, a soliciting printer 

with a good run of custom, having 
tained control of a fully equipped Bx 
srinting establishment, costing nearly § 
00.00, Wants a cautious but ambitious | 
ner, of executive and business ability 
will sell a fair interest for $6,000.00. F1 
indebtedness on office, $3,000.00, half of 
can be oe off in work. Address, “A 
Care of J.G. Cupples, Publisher, Boston. »! 
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JOHNNY'S GREAT HEAD. 
From an Exchange. 
Miss Quidnunc—You must be very fond of 
iding, Johnny ; I never see you without a 


k. 
Johnny—Yes'm. 

Miss Quidnunc—What are you reading ? 

Je shnny—I don’t know, mum, 

Miss ¢ Juidnunc—Y ou don’ t know ? 
Johnny—No’m; I just hold the book, 
iuse when ma sees me with a book she says 
pa, ** Now, don’t disturb that boy ; don’t 
1 see how he studies? He’ll make a great 
fessor or something; let him alone and go 
i split the wood yourself.” 


SOME PAPERS MANAGE 
From an Exchange. 


HOW IT. 


Che editor of the Boomville Sfeculator 
takes pleasure in submitting the following cir- 
lation comparison : 
iverage number of copies printed weelky: 
59-10, 
890—150. 
Gain tor year 1,400 per cent. 
{?"" Sworn to before me this day. 
A N ANIAS DROPDED, Public Notary. 
a anal 
AMERICAN NEWSPAPER PUP- 
LISHERS’ CONVENTION, 
From the Journalist. 
C. Bryant, of the Brooklyn 7Zmes, de- 
dthat the New York papers took any 
ertising they could get at any price they 
get for it. ** The New York papers, 


i he, “are the worst cutters on rates 


AT THE 


_o- 


NO OBJECTION TO CHILDREN. 
From the New York Weekly. 
mployment Agent—‘* I have only one girl 
does not object to children, She is a 
red girl,’ 
Madam—* From Virginia ?’’ 
Agent—“*No’m. From the 


Cannabal Isl- 


A CASE OF EMERGENCY. 

From the New York Sun. 
\fter you have mixed the batter for your 
ake what do you do ?”’ asked the caller, 
I telephone for the doctor,” said Ethel, 
‘unless the cake is being made for the church 


—— 
THE SIGN PAINTER DIDN'T TELL THE 
TRUTH 

From an Exchange. 

” said lit- 
as he crossed a meadow which was 
by the legend ‘‘No Trespassing 
“is a liar,” 


lhe man who put up that sign, 
Willie, 
rded 
Be ——————E7 
DUST IN THE WRONG PLACE. 
From the 
s the man that never advertises who dis- 
rs that he gets more dust on his goods 
in his cash drawer. 
.o 
THEY ALL READ IT 
From the Agent's Guide. 


Yonkers Statesman, 


at Printers’ Ink is thoroughly read by 
rtisers is a fact we know by actual de- 
stration, 
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SPECIAL NOTICES. 


Advertisements under this head, two lines or 
more, without display, We. a line. 


|) Ns Ss. 


AS GUIDE. 


2( y= CENTURY. 


4 LLEN’S MILLION. 
£ 


N Y. Argosy, 114,000 w. 
ite 


LLEN’S LISTS—Results. 
A 
F ARMERS’ CALL, Quincy, I). 
Bers AND HERALD, Dallas, Texas. 
I EVEY’S INKS are the best. New York. 
4 


AGENTS” HERALD, Phila., Pa. 15th year. 
80,000 monthly. 
} EPUBLICAN, DAILY 
McPherson, Kansas. 
HE GRAPHIC, r *hicag 
ern illustrated wee k 
HE GRAPHIC, Chicago—Most 
least cost to advertisers. 
RIGHT, clean and reliable is 
FRANCISCO BU LL ETIN 


AND WEEKLY, 


“the great West- 


value at 


the SAN 


mo ney. rm we. the 


Y“% U_ like 

LOUISVILLE (¢ SOMMERC IAI 
COMPLETE Family | New spaper. 

4& FRANCISCO CALL. Estab. 1853. 

AS names $i t $10 per 

{ AGENTS’ HERALD. 


a 
Phila., Pa. 
YAN FRANCISCO WEEKLY CALL 


BULLETIN cover the Pacific Coast. 


ARGEST evening circulation in Califor 
4 nia—SAN FRANCISCO BULLETIN 


ROSPEROUS, inte lige nt people reac pod 
by the SAN FRANCISCO BULLETIN 


Try 
SAN 
1,000, 


and 


Mi. “Wants,” most circulation, 

4 adv’s. SAN FRANCISO 0 CALL leads. 

TPVHE ADVERTISER'S GUIDE- Masied free 
by STANLEY DAY, New Market, N. J. 


IGH grade, pure 


most 


honest circulation. 
None better. RANCISCO CALL. 


WRITE atisfact tory ads. for $1.00. 
BENJ. F. ROWLAND, New Haven, Conn. 


22,346 W.; circu- 


55. OG B2icess RANG ISCO CALL. 


DVTS. energized. i. Pay & $10 or 10 cts., as you 
JA decide. F. W. ROCHELLE, Princeton, N.J. 


I IGHEST ORDER Mechanical Engraving. 

J. E. Rhodes, 7 New Chambers St., N. ¥. 

Wr BANNER, Kansas City, Mo. 

Real Estate & E shange Journal. Mail 10e 

qLEVATED RAILW AY advertising. Cars 

4 and station. C. N. HARDING, 152 Nassau 
‘ity 


tone, 
SAN FR 


St., 

D AILY REPUBLICAN—Phoenixville, Pa.— 
Only daily, city of 9,000; proved circula 

tion over 1,300 daily. 

Bas AND HERALD, 
3.00 a week. 

office, 


Dallas, Texas. 
its 40th vol. Eastern 
N.Y. 


a year of city and country 
Single part, 10 cts. 1 Year, $1. 
N. Y. City. 


Te ine Measures, nonpareil and agate, by 

mail to any address on receipt of three 
». Stamps. Address GEO, P. RO LL & CO., 
New York, 


In 
ll Tribune Building, 


* PLANS 
96 houses. 
Address THE BUIL. DEI RK, 
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ORTHWEST B. P. and Adv, Co. (Inc.) bills 
and distributes Oregon and all coast ad- 
dresses. A. M. Plato, Sec’y, Portland, Oregon. 


AMILY ICE MACHINES.—Ice, ete. 
few minutes. Price, gu to $185. | 
| A sale by States. L. DE MIGNY, 
25th St., New York. 


OU can own and run a local illustrated 
paper ata PROFIT. We will tell you 
how. ICTORIAL ae COMPANY, 
23 West 23d St., N. Y. City. 
~— BAPTIST Ro HERALD, Dallas, 
Texas, x A jeatims Baptist publication 
of the South-W Now in its 40th vyume. 
Eastern office, 11 {Tribune ribune Building, N. 


500. 000 “PROVED CIRCULATION 


x - NTHLY. Advertising 
yo. $2.00 r lin ate, one insertion. Try 
tHE METROPOLITAN, Box 3,045, N. Y. 


PAPER DEALERKS.— M. Plummer & Co., 

161 William S8t., N. Y., sell every kind ot 
paper used oi printers and publishers, at low- 
est prices. l line quality of PRINTERS’ INK. 


YOLUMBUS, Ohio. — THE OHIO STATE 
JOURNAL, Daily, Weekly and Sunday, is 
credited with being the le: ing kor st by all 
newspaper authorities. Daily, 12, Sunday, 
15,000; Weekly, 22,000. 

R indigestion and dyspepsia try Dr. 
FS Bronson’s Cuno. Pepsin Focees. Per- 
fectly harmless, but of great value. At drug- 
— or by mail 25 cents. BRONSON CHE 

O., Providence, R. I. 


BONA-FIDE subscription list and seat 
ers who have the means to purchase 
oh ] the advertiser wants. The AMERIC "aN 
LLER, nineteenth year, can give you both. 
MITCHELL BROS. ., Chicago, TL 


HE SCHOOL JOURNAL, weekly (circula- 

tion 18,000), and TEACHERS’ INSTITUTE, 
monthly (circulation 47,000), reach a large 
proportion of 000 teachers and school 
officers. Circulation lon proved. New York. 


HE VOICE published in New York City, 

is one of publications in the 
United States that, according to a list pub- 
lished by Geo. P. Rowell & Co., circulate be- 
tween 100,000 and 150.000 copies each issue. 


HE PRICE of the American repager 

Directory is Five Dollars, an @ pur- 
chase of the book carries with it a A... | sub 
scription to Printers’ Ink for one year. Ad- 
dress: GEO. P. ROWELL J CO., Publishers, 
No. 10 Spruce St., New York 


TWO-LINE NOTICE in Printers’ Iyx, 

under heading of Special Notices, > 
brought to the attention of over 40,000 adve 
tisersevery week for a whole year for 3 
lines will cost $78; 4 lines, $104; 5 ines, 
$130; 6 lines, $156; 7 ‘lines, $182; 8 lines, $208. 


XCHANGE—Will exchange a paying 

weekly, LH ee & ce ina good 
ey oe for printing mate- 
rial—body and or a power press—to 
the amount —t ent to value of said 
office. J. K. SMITH H & BRO BRO., Monroeton, Pa. 


II —GREAT SAPOLIO! What a hit I'd 
e make if [could afford a page in PRINT- 
ers’ InK. But I furnish ideas and designs for 
lithographers, advertisements and newspa- 
r illustrations. Address JAMES HANNER- 
Y, care The National Builder, Chicago, Ills. 
HENEVER an advertiser does business 
with our Advertising Agency to the 
amount of $10, he will be allowed a discount 
sufficient to pay fora zor *s subscription to 
Printers’ Ink. Addre GEO, P. ROWELL 
& CO., New: wapaper Ad Advertising Agents, No. 10 
Spruce St., New York. 


HENEVER an advertiser does business 


vfaghts 


town in Northe 


amount of $50, h ill be presented with a 
complimentary cop y of the American News- 
per er »0ok of 1,450 pages, price 
OWELL & CO., Newspap A ver- 

tising prt- 10 Spruce St., New 
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— "7 AND FANCY, published at s: 
ouis, Mo., is one of a select list of 
household and fashion magazines recon 
mended to advertisers by Geo. P. Rowell & Co. 
as a desirable medium in it in its particular field. 


$1, 000.00 \() FOR AN EDITORIAL 


tne Every man 
who controls’ a 


newspa) Oo well 
to read the offer a = in the issue of 
Printers’ Ink for February 4th. Circular 
with so 


Eyae* sent on application to 
GEO. L 


CO., Publishers, 
} aly St., New York. 


-_ le ~— 4 TIMES, -, es, Hart 
Saturday, Feb. 21 Average 
desetion et tee AILY. TIMES, this week 
11,505, the largest in New England outside of 
Boston and Providence. Rates for advertis 
ing less than one cent per line per thousan 
circulation. Be sure the TIMES is on your 
. Send for estimate. 


HIS PAPER does not insert any adver 

tisement as reading matter. Everything 
that does appear as Treating matter is inserted 
free. The tial Notices are the nearest to 
reading matter that can be bought. The Sjx 
cial Notices pond nearly as interesting as read 
ing matter. The cost is 3) cents a line each 
issue for two lines or more. 


yy MEDICAL WORLD (Philadelphia) can 

how a larger circulation for each issue 
for the past three years than any other medi 
eal journal in the world. Absolute proo : 
given. No evasive answers. Our books and 
printing establishment are open to inspection 
at all times, The best medium in this country 
to reach the medical profession. 


NOXVILLE, TENN.—Geo. P. Rowell & 

Co. publish a list of the best or most 
widely circulated or influential newspapers 
issued at important business centers throug! 
out the country ;—the newspaper in each place 
that gives the advertiser the most for his 
money. On this list THE JOURNAL, Daily 
and Weekly, is named for Knoxville. 


ORWICH, CONNECTICUT.— Geo. P. Row 

ell & Co, publish alist of the bestor most 
widely circulated or influential newspapers 
issued at important (yy through 
out the country;—the new r in each 
—_ that gives the y-X + the most fo 

is mone On this list THE BULLETIN 

Daily an Weekly, is named for Norwich 


OS ANGELES, CAL.—Geo. P. Rowell & Co. 
publish a list of the best or most widely 
circulated or influential newspapers issued 
a important ee mney | Chroughout 
he country ;— paper in each plac 
that gives “the eavertiner the most for his 
mone: On this list THE TIMES MIRROR, 
Daily and Weekly, is named for Los Angeles. 


HE AGE- eee Birmingham, Ala., the 

only mornin; per printed in the min 
eral region of Alahba: fobe. Average daily cir 
culation, 7,500; ave: Sunday circulativ: 
10,000; average weekly circulation, 2. 
Popu ation of Jefferson County, in w! 
Birmingham is located, 100,000. For advertis 
ing rates address THE AGE-HERALD (0™ 
PANY, Birmingham, Alabama. 


eg SPRINGFIELD, MO.—Geo. P 
Rowell & Co. publish a list of the repr 
sentative daily newspapers issued in cities 
having a population of more than 2.0 
the newspapers in each place which cu 
specially recommended to advertisers as ¢ 
ing up to the requisite entera of chara 
and circulation. THE RALD, of Spring 
field, Mo., is ineluded int this list. 


Vy HEN such leading advertisers as St« 
Palen, Hood, Ayer, Scott & Bi 
W.L. Douglas, Beee ham’s 


m 


Pills, Pears’ S 
J. S. Johnson & Co., Pozzoni, Pope Bi 
Co., Hawk-Eye Camera, Scoville & Ad 
Anthony, Plymouth Rock Pants and ‘ 
Ditson Co., patronize THE ARGOSY, an : 
age of over $1,000 each, by the year at 
new, is it not the best evidence of thei 
preciation of it as an advertising med 
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1. The Advertisement. 
2. The Papers and the Cost. 
3. The Placing of Contracts. 





We look after either, or all of them, for you. 

We will prepare an effective advertisement of your business, 
have it set in type, get illustrations if needed, and furnish elec- 
trotype—all at a suitable and moderate charge. 

We will make up a list of the papers we would recommend, 
and advise fully as to the prices to be offered each paper, either 
on our list or one of your own. For this we will charge a rea- 
sonable fee, and you can use the information you have bought 
In your Own way. 

We will place your advertising in the papers, and be paid for 
our services by the publishers’ commissions, as usual. Or, if 
you prefer, we will give you the benefit of every special rate and 
commission. Then you can pay us either a fixed sum or a cer- 
tain percentage, as may be agreed upon. 


GEO. P. ROWELL & CO., 
NEWSPAPER ADVERTISING BUREAU, 
10 Spruce St., N. Y. 
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“Do SMALL 


~\DVERTISEM ENTS 


“PAy ? 


In ScrrBpNer’s MaGazine, yes. To begin 








with, the rate is low—that counts for a 
good deal. A little money will keep the 
small advertisement running through the 





year, and persistency is, after all, most 


necessary to get results from a few lines’ 


space. 

Again, the advertisements in ScriBNEr’s 
are properly classified and handsomely print- 
ed. Every advertiser will appreciate how 
much this helps; the Comics, which are dis- 
tributed through the advertising pages, help 
every advertisement in the magazine. 

Send 10 cents for “Comics from Scribner's 
Magazine,” just published, and the booklet 
“ About Advertising,” which contains much 
that is practical and suggestive. 


CHARLES SCRIBNER’S SONS, 


PUBLISHERS, 
743 Broadway, New York. 
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\ HO’LL PLUCK THESE PRIZES? 


For the Best 


For the Best 
Cartoon 


THE TORONTO MAIL 


The Great 


 ANADIAN Newspaper, 
> 


Offers two separate cash prizes of Fifty Dollars 


each, one being for the 


best Written and 


Displayed ADVERTISEMENT, and the other for the 


best Designed Cartoon, 
of these points : 


Tue Toronto Mair has the largest 
circulation of any paper in Toronto, Canada. 

Tue Toronwro Mai. objects to ex parte 
statements of circulation and insists on 
proof, 

True Toronto Mai invites advertisers to 
inspect its books and verify its circulation 
statements, 


illustrating any or all 


Tue Toronto Matt wins because it is the 
best newspaper in Canada. It is read by 
e y- 
Tue Toronto Mat asks for business only 
because it can show that it pays advertisers. 

Tue Toronto Mat being an independent 
newspaper asks no business on account of its 
party. 





THE TORONTO MAIL DOES IT ALL, 


IT COVERS THE WHOLE GROUND. 


ADVERTISERS NEED NO OTHER MEDIUM IN CANADA, 


T IS BETTER to pay a fair price for one paper that covers the whole field 
than to pay a small price to a great many papers, making a large total to 


do the same work. 


bb hhdddddbddddbddddddddddddddddddd ddd 





THE BEST PAPER. 


AAAAR AAA AAA 





Abb bbb bbb Db bbb bbe 


THE LARGEST CIRCULATION. 
THE BEST CLASS OF READERS. 
All three combined make the paper that will 


best pay advertisers. 


bb aaah aa ada dda adapaypdddypdddbaprypddpapaddpabapapud 





oweeerereree. 
AAA DOeeed 





APPA PPPOOO OOO 


Fifty Dollars will be paid for the ADVERTISEMENT and Fifty Dollars for 
the CARTOON that will embody these points in the simplest, clearest, and most 


effective way. 


Designs for either may be made of any size desired, propor- 


ed to be half again as deep as wide, because they can be photographed 


vn to required size, which is 444 


x 6%4 inches. 
toons must be in THE MAIL Office by March 31. 


All advertisements and 
The prize winners will 


announced within five days after that date, and all Advertisements and 
toons are to be the property of THE MAIL. 
Full particulars, circulars, copies of the paper, etc., will be forwarded 


pplication. 
ADDRESS THE MAIL, 


TORONTO, CANADA. 


eri ee Ree MAS Poe 


Sim eee 
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A JOURNAL FOR ADVERTISERS. 


GEO. P. ROWELL & CO., Pustisuers. 
Office : No. 10 Spruce St., New York. 


Issued every Wednesday. Subscription Price: 
Two dollars a year in advance; single copies, 
Five Cents. No back numbers. ‘holesale 
price, Three Dollars a hundred. 

ADVERTISEMENTS, agate measure, 50 cents a 
line; $100 a page; one-half page, $50; one- 
fourth page, $25. Twenty-five per cent. addi- 
tional for special positions—when granted. First 
or Last Page, $200. Special Notices, Wants or 
For Sale, two lines or more, 50 cents a line. 
Advertisers are recommended to furnish new 
copy for every issue. Advertisements must 
be handed in one week before the day of pub- 
lication. 


JOHN IRVING ROMER, EDITOR. 


NEW YORK, MARCH 4, 1801. 


Most advertisers have a preference 
for the Saturday and Sunday issues of 
daily papers. ‘There are, on the other 
hand, a few shrewd users of printers’ 
ink who purposely select other days, 
presumably for the purpose of *‘ avoid- 
ing the rush.” 


THE man who advertises in a paper 


which conceals its circulation may get 
the value of his money; but the fact 
remains that the advertiser is required 
to have a trust in the honesty of: the 
publisher which one would not think 
of exacting of one’s patrons in any 
other line of business. 


A CORRESPONDENT quotes from the 
writings of P. T. Barnum in which 
that astute advertiser is alleged to have 
said that the secret of success in busi- 
ness is to keep your name constantly 
before the public, even though you are 
made the subject of abuse and ridicule 
—in other words, to secure publicity at 
any cost. We doubt whether the great 
showman ever made the remark just as 
it is attributed to him—certainly it is 
not to be applied indiscriminately. One 
does not have to go back into ancient 
history to recall instances where the 
sale of advertised articles has been 
effectually stopped by exposure and 
abuse on the part of the public press. 
There are also cases where a business 
has flourished under abuse and appar- 
ently been strengthened by it. Ad- 
verse criticisms of books—particularly 
those condemned as immoral—have 
sometimes remarkably increased the 
demand for them.’ But in all such 
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cases it is not abuse as abuse that cre- 
ates the favorable condition. I} 
books, for example, sold on account of 
an unhealthy appetite on the part 
many people for the very thing t 
papers condemned. If the reviewers 
had condemned the books 
tedious and stupid, the results wot 
have been far different. It would 
as foolish for the advertiser to seck 
after unfavorable comment as for t 
aspiring young man to insult peopl 
discriminately simply because he has 
heard that all great men have numer 
ous enemies. 


as dry 


IT is not a fair or just thing for an ad 
vertiser who has contracted for a certai! 
length of time to order his announc« 
ment discontinued before the expira 
tion of the contract and pay for suc 
insertions as he has received no mor 
than the fro rata rate. If the adver- 
tiser who has contracted for three 
months’ insertions finds at the end of 
the first month that he is not likely to 
receive satisfactory results and orders 
the work stopped he cannot, in reason, 
expect. to pay only one-third of the 
original price. The publisher ofte: 
accepts a lower price on account of the 
number of insertions. 


THERE is one style of advertising 
which has grown to abnormal propor 
tions in some districts and has becom: 
a good deal of a nuisance to newspaper 
readers. Business firms, having some- 
thing they wish to advertise, make a: 
arrangement with local newsdealers by 
which advertising circulars are folded 
in with every newspaper and in this 
way delivered to all persons on th 
newsdealer’s route. The result is to 
be seen when one opens his paper i1 
the morning and a half-dozen or mor 
cheaply printed hand-bills scatter them- 
selves over the floor, necessitating 
special trip to the waste-basket. ‘1! 
method of utilizing the newspaps 
circulation without paying for it 
something like gaining an entrance 
the circus by crawling in under t! 
canvas. It is not likely to win conti- 
dence for the advertiser and smacks 
altogether too much of the ‘‘ Che 
John” method of doing business to | 
used by any dignified, substantial busi- 
ness firm. The hand-bill acverti 
ments that are circulated in this ma 
ner ought to be inserted in the r 
ular advertising columns of the | 
paper. 
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SUGGESTION FOR AN ADVERTISEMENT. 


DO YOU WEAR PANTS? 


If not, trousers may be more to your taste. 


A WORD IN FAVOR OF METAL 
CUTS. 
By E. T. Keyser. 
With how many advertisers does the 


subject of electrotypes receive the 


amount of consideration to which it is 
justly entitled ? 


While the number of those who do 
give this part of their business the 
proper amount of attention is large, so 
also is that class who, after contracting 
for first-class and high-priced medi- 
ums in which to place their expensively 
designed announcements will, at this 
nt of the proceedings, practice a 
rt-sighted economy in having made 
electrotypes that most terribly handi- 
cap their chances of success by the im- 
pression which they have upon both 
paper and reader. 

Nowadays it is possible to have cuts 
nade for pretty much whatever price 
one cares to pay; but whether when de- 
livered they should be used for print- 
ng or the melting pot is quite another 

tter, 

Whatever is worth doing at all is 
rth doing well,” and ‘*‘ The best is 
cheapest,” are nowhere more true 
in when applied to these instruments 
idvertising; for what profiteth it a 
that he shall save three cents on 
cut and have his entire advertise- 
spoiled? For my part, I would 
cate the use of metal base cuts 

y for all advertisements requiring 

re than two insertions. Yes,. I 

vy that they are comparatively ex- 
pensive, but so is almost everything 
worth having. 
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With a metal 

base cut made 
| bya goodelec- 
trotyper you 
are certain 
that the adver- 
tisement will 
| show up well 
jand ‘have a 
clear, even im- 
pression; 
while with the 
w ood-based 
articlethe two 
first appear- 
| ances may be 
equally good, 
}and the re- 
maining ones 
something 
that will cause 
you to be 
ashamed of the carefully worded copy 
on which so much of your time and 
trouble was expended 

Even in a publication that stereo- 
types its forms metal bases give much 
better results on the steam table. 

In addition to the above reasons for 
my preference, another, which may not 
be generally known to advertisers, is 
the fact that by many publishers a 
wood-base cut is regarded as the per- 
sonification of ‘‘ cussedness,” pure and 
simple, and that often an order accom- 
panied by a well-made cut mounted on 
metal will be accepted at a price that, 
had the mount been wood, would have 
insured its speedy return. 

Of course there are two sides to the 
question, The expense of mailing or 
expressing the metal cut is much more 
than that which the wooden article 
would entail, and there is more likeli- 
hood of injury in transportation, even 
with much more careful packing. 

Still, the arguments in favor of 
much more than counterbalance those 
against their use. 

Another point to which I would call 
advertisers’ attention. See that your 
advertisements are set in such measure 
as to fit the columns of the narrowest 
paper on your list. 

Your 25-em cut (nonpareil) will go in 
your 26-em paper and look well;,but if 
your advertisement is set in 26-ems 
width and you have one 25-em paper, 
you will have to have the entire copy 
reset for this single exception, or trust 
to that paper’s compositor following the 
display of your copy, with the chances 
that your trust is sadly misplaced. 


We make both kinds. 
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Miscellanies. 


Visitor—Do you devote much space 
in = pager to society intelligence ? 
ditor—No; society doesn't have more 
than about a stickful of intelligence, at best.— 
West Shore. 


A Snow Squall.—A man named 
Snow, living in the suburbs, was made a 
father a few days ago, and he sent this an- 
nouncement to the local paper: “A little 
Snow drifted into my house last night.’’— 
Philadelphia Record. 


The pees were Supposed to have 
lied, the lawyers acknowledged that they 
lied, and it was proved that the witnesses 
lied—but the account of the divorce suit was 
the most interesting thing the public had read 
in many a day.—Munsey's Weekly. 


Strong in Orthograpby.—Old Mr. 
Hustle (to young lady applicant for position 
as typewriter): Can you spell well? 

Young Lady Applicant—Yes, sir, ordina- 
rily; but I sometimes get tangled up when it 
comes to “‘artesian.”"—New York Sun. 


Cumso—It seems queer to advertise 
methods of suicide. 
rs. Cumso—What in the world do you 
mean? 
Cumso—Here’s an advertisement which 
says: ** Try a pair of our shoes, and you will 
never wear another shoe,”"—Harfer’s Bazar. 


‘*You are discontented with the 
wages I pay you, and yet at Mrs. Brown’s 
you didn’t have any more.” 

“ That’s so; and I didall the work there, 
too, But you see you want me to love all 
your children, and | must have extra pay for 
that.—Fliegende Blaetter. 


‘* My wife has a saving disposition,” 
said Hicks. ‘* When we got our upright piano 
she made a red plush cover for it, so that the 
rosewood wouldn't get scratched. Then she 
covered that with a sort of linen duster ar- 
rangement so as to save the plush, I tell you, 
women have great big minds.’’—Harfer's 
Bazar. 


Waiter (looking in on a noisy card- 
party in hotel bed-room)—I’ve been sent to 
ask you to make less noise, gentlemen. The 
gentleman in the next room says he can’t 


read. 
Host of the Party—Tell him he ought to be 
ashamed of himself. bey could read when 


I was five years old.—Pick Me Uf. 


Visitor (to magazine editor)—Do you 
care for any more war articles, sir? 

Editor—No, I think not, The late rebellion 
has been pretty thoroughly written up. 

Visitor—My articles would relate to a more 
recent conflict. 

Editor—Indeed! What? 

Visitor—I married a widow a year ago.— 
West Shore. 


At a Fifth Avenue Sanctuary.—The 
contralto had contraltoed, the soprano had 
shrieked for Providence to have mercy upon 
the choir for its miserable singing, the basso 
profundo had come up from “out of the 
depths,” and Christian quiet pervaded the 
stillness. 

“And now,” said the simple-minded _pro- 
vincial minister who had “ exchanged” for 
the day, “* now we will begin the religious ser- 
vices,” —Life, 
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Editor—What is that proof you 
have—the Morse alphabet? 

Assistant—No ; an interview with a parrot 
—Puck. 

The Proper Thing to Do,—* Did 
you see that article in the paperthe other day 
on how to treat a corn?”’ 

“Ves; I cut it out.”—Zown Topics. 
“*T believe Giglets is going to write 
a farce comedy,”’ said one actor to another. 
‘*What makes you think so?’ 
‘“*He has subscribed to all the humorous 
papers.’”’— Washington Post. 

Overlooked in the Printing Room.— 
Foreman: You didn’t put any head on this 
Dude article. 

Head-line Editor—No. I didn’t think it 
would be appropriate.—Munsey’s Weekly. 


Mrs. Inquisitive—Yourhusband must 
be earning more than he used to. I see you 
have a new sealskin jacket. 

Mrs, Straightface—No, indeed ; he’s learned 
how to fix the gas meter.—Brooklyn Life. 


**Mrs. Small, this coffee won't set- 
tle,”” complained McWatty to his boarding- 
house keeper. 

“Then it is in good company, Mr. Mc- 
Watty,” replied Mrs. Small, frigidly.—Neu 
York Sun. 

Saw Him and Called Him.—Mrs. 
Dogood: Did you see the Elephant while you 
were in New York? 

Mrs, Tyger—I didn’t; but my husband did 
At least, when we got home he said one had 
stepped on his pocket-book.— Puck. 


Bobbins—What makes Old Bullion, 
the millionaire, dress so shabbily ? 

Robbins— Pride of station, 

Bobbins—How’s that ? 

Robbins—He’s afraid of being mistaken for 
a clerk.—New York Weekly 

Mr. Waffle—Aw, Miss West, kindly 


allow me to escort you into the banqueting 


salon. 

Miss West— Pardon me, Mr. Waffle, but did 
you expect to walk or ride? 

Mr. Waffle (standing on her dress)—Why, 
walk, of course. 

Miss West—Then, please, get off the train. 
Smith, Gray & Co.'s Monthly. 


Humorist—I_ have a funny little 
thing here about Ben Butler, and— 
Editor—O, yes; 1 know exactly what it is. 
You say that in having his eyes straightened 
he lost his chance for salvation, upon th 
rinciple of ** No Cross, no Crown.” We hav« 
en offered four hundred and two gems of 
that kind already. 
Humorist—You mistake. Mine has nothing 
to do with the General’s eyes. It— 
Editor falls dead.— Spirit. 


W. L. Douglas (the three-dollar sho« 
man)—I have concluded to change my meth 
ods of advertising somewhat. 

Advertising Agent—But, my dear sir, what 
can be more successful than the present meth- 
od? Why, sir, your portrait has appeared 1: 
every newspaper from the Atlantic to the Pa 
cific, and— 

Mr. Douglas—Ah, there’s the rub! I d 
not complain when the country editors n« 
and then use my portrait for Sam jon s 
Eyraud, Signor Succi or Ward McAllister, 
but when a patent medicine advertiser us¢ 
me regularly as a *‘ before taking,” I revolt. 
New York Continent, 
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YOUR_OWN 
GRIND fe 
GR - e 
AM A M 


Fiour on Corn, a's the 


f; ‘\ SE" HAND MILL. 
. (F. Wilson’s Patent). 
4 ice per cent.more 


lars gna TESTIMONIALS 
sent on application. WILSON BROS., Easton, Pa. 





We keep a record of all letters re- 


ceived mentioning the different papers 


in which our advertisement was seen, 
and know from experience that Kel- 
logg’s Lists are the very best in the 
United States. 


WILSON BROTHERS. 


Easton, Pa., June 9, 1890. 
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‘7, Wash’'to 





WOOD ENGRAVINS. PerrisPets} 





REAM’S POSITIVE 
is positive. Write REAM’S 


MED. CO., South Bend, Ind. Hair Grower 


Portraits—Made to order from 


$i 0 Photos. Chea 
s 


pest news Pr cuts | 
pe. Send pe proofs. CENTRAL 
sont 
OUTSI SIDE ORI 


SA AT’N, € solumbus, O. 
PAINT on LITHOS. 
FENC ES OR DEPOTS. 


For Rafiyoed Advg., write 
_ HOKE, ‘$93 Dearborn St., Chicago. 


“Write Adv's 


Circulars, Letters. “* poor Soe igh. 
GEO. w. ELLIOTT, B Rochester. N.Y. 


BEAUTI yt Pag Gee'cne anest 
YOUR late, l0c 
“ EUGENE \ WHITNE 
GROUNDS INo inferior — 
2 
Land Companies 


and individuals having land for sale, who 
may wish to advertise in an over-crowded | 
manufacturing district, at a moderate cost, 
and in a field not worked to death, will do 
7 correspond with m 


L. CRANS, 10 Spruce St., New York. 


TRADE MARKS, _LETTER 
HEADS, BRANDS, EMBLEMS: 
etc., carefully designed. ORIG- 
INAL, BRIGHT and BUSINESS 
he best firms in the country 
use my work. © ‘orrespondence 
solicited from those wanting 
special ability. Address 
JO y*. W. BARWEL 
689 Park Ave., C hicago, Th. 


CITY!! 








99 for general 
a eaeees | 
hlets, 








mproved sorts, true to name. 
Satalogue with superb Rose 








Ce 
¢ 





A SORE_HEAD THAT CAN BE EASILY 
CURED. 


Tue Journat or CoMMERCE } 
AND BuitpinG REcorp, - 
Ga.veston, Tex., February, 1891, 


Messrs. Geo. P. Rowell & Co., New York. 

GENTLEMEN—We are in receipt of yours of 
zath inst., soliciting an ad, for your forthcom- 
ing Directory. It is the third of the kind 
we have received from you in the past three 
months, In acknowledging the second—Jan- 
uary 6th—we set forth our reasons for not 
placing ad. with you again, and still adhere 
to the position then taken: That as long as 
you persist in ernie § our circula- 
ticn we not only will not place ad. with you, 
but ask and demand that you leave our pub- | 
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| Please don’t do so any more, 


XI 
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lication out of your Directory altogether, It 
will be no harm to us for you to comply with 
| Our reasonable request, and it may be an ii 
jury to us if you continue to misrepresent u 
and whatever excuse there may have been for 
doing so in the past, a repetition or continu 
tion of such misrepresentation will be simply 
malicious. 

In the early days of our publication it never 
| reached lower than double what you quote us 
at in your last two Directories, and during the 
period which they cover we never issued less 
than two thousand (2,000) copies. You were 
so notified ~ the writer in person, but you 
still persisted in quoting us at 750 copies. 
If you do, i 

the face of such repeated warnings, we s 
endeavor to prevent a recurrence of such m 

| liciousness to the best of our ability. In « 

| clusion, we simply ask to be dropped from 

your Directory, and will regard such action a 

great favor. Respectfully, 

JournAL oF Commerce Co., 

| Per J. E. GALLAHER, Manager. 

P. S.—I mail you herewith under separate 
wrapper a few sample copies of the /ourna/ 
and which, if you will please glance at, { 
would like to ask you, as a newspaper expert, 
| if you candidly think that it will pay to get 
up, print, publish and circulate as limited a 
| number as 750 copies of any publication as ex- 
| | pensively gotten up as the Journal shows it 
to be? The examination of these numbers 
| certainly ought to be sufficient warning to 
| you not misreprese oe us any further. Respect- 
fully, . GALLAHER, Manager. 

The above is a ‘letter froma publisher 

who feels aggrieved because the circula- 

| tion of his paper is not correctly report- 

}ed in the American Newspaper Direc- 
tory. He says that if the Directory per- 
sists in misrepresenting his circulation 
he shall endeavor to prevent a recurrence 
of such ‘‘ maliciousness ”’ tothe best of 
his ability. 

Now, why would it not be better for 
Mr. Gallaher, manager, to make his 
efforts to prevent such a state of affairs, 
as he deprecates, BEFORE the book 
comes out instead of waiting until after 
it is published ? 

If he sends a detailed statement of 
the actual issues for the period of three 
months, and states that it is true, and 
signs the statement with a pen, and 
dates it, it will be accepted. In that way 

| he will prevent the recurrence of such 

‘* maliciousness;” but if he waits unt 
after the book is published, we do not 
for the life of us see how he can prevent 
the recurrence of the ‘* maliciousness 
before mentioned. 

| This correspondence is reproduced 

here for the benefit of others who, 
Mr. Gallaher, manager, wish to hav 
the Directory made less than perfect 
| by modestly shrinking from any ap 
pearance therein. To omit the nam 
of a paper so enterprising and so 
handsome is a suggestion that cannot 
be adopted or thought of.—{Z¢. AM. 
NEWSPAPER DIRECTORY. 
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ILLUSTRATED 
ADVERTISEMENTS, 


THE WHOLE THING COMPLETE, 
Idea, Writing and Drawing. I make them 
r Pearline, Dr. Pierce, Chicago Corset Co., 


ind others. 
F. CROSBY, 822 Broapway, N. Y. 


\e 7285 NAMES of wives of promi- 
LO3. 4 aed nent citizens in 2% States. 
New, accurate, neatly gotten up. The best 


on the market. NAME ¢ PaRuEne 1 
> A S o AR S in 

24. 96 9 x New York, Penn’a and 12 
Vestern States. Sheets can be used in a 

mailer Very cheap. For sample sheets of | 
he are and prices, address ALFRED A. 
H , Publisher, 6 C linton Place, N. Y. City. 
Our National Game 


M U iF FED. in minature. “ Pigs in 


Clover” left to rust, while people go wild over 
the most ingenious puzzle eve r invented. Put} 
up.in attractive and durable styles; sells as 
fast as you can hand them out. This entirely 
new puzzle pronounced unequaled. Our old 
agents are just coining money with it. 
the first newspaper announcement of this in 
vention. Agents,General Agents, Publishers 
who use premiums,etc.act prom tly and large 
profits, quickly and easily made, are yours. 
—— and terms 5 cents. TH )MPSON PUB. 
I'f’sof “ Muffed,” 2528. 6th St., Phila., Pa 


For April 
250,000 Copies 


Guaranteed. Forms! 
close March 20th. 


The Ladies’ World. 
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250,000 Homes 


REACHED 
EACH MONTH. 








The Ladies’ World. 


Aver age 
Circulation 
oe | 


(Balance of 1891), 
250,000 per Issue 








The Ladies’ World. 


S.H. Moore & Co. 


PUBLISHERS, 


27 Park Place, 


NEW YORK. 





This is| 


RS’ INK 


Dodd's Boston. 
Send for Estimate. 


RELIABLE DEALING. CAREFUL SERVICE. 
i@~ LOW ESTIMATES. ~€8 


Books: 


| free. 


too low. 





Advertising Agency, 
265 Weshinevon Street, 














vew Issues 
every week 

a talogue 
132 pages 
Not sold by Dealers ; prices 
Buy of the Publisher, 
John B. Alden, 393 Pear! St., New York 

sso $25 $10 

PRISBES 


Offered for the ist, 24 and 8d best designs for 








SUCCESSFULLY 








TABLET COVERS. 
| Here is the chance for the artist and de 
send us your name and address and we will 
mail you particulars. 
Acme Stationery and Paper Co., 
59 DUANE STREET. 

FREE 50,000 National 
Banks in good North Texas 
towns, organized by us, now net 
12 to 2 per cent. free of tarea. 

higher, security better. Country fertile, crops 
ood (cotton, Wheat, corn), people prosperous, 
Focal business men interested. any New 
England stockholders. 23 years’ residence in 
| stock par—$30 and upward, sold. Circulars, 
statements, maps free. JOHN G. JAMES, PRES’T 
Crry NaTIoNAL Bank, Wichita Falls, Texas. 
M NEY® pe tyke ADE 
= newspape 
cere ip How ‘aid. they do it! Write te us about 
ou have to advertise, and we will tell you 
how = ¥ hether ~ lea 
Gompaper Advertising sate == 
ST. PAUL, MINN. - 
For seventy cents we will 
“Poems, Sketches of Moses 
Traddles,” a book of poems, 
Suenerots, pathetic, accept- 
| Cops es will be sup- 

lied wholesale at 

he rate of $6.00 a 
dozen ; expressage 


signer. 
Three 
TAXE «Beat big banks in cities. Rate 
| Texas. Another similar bank now organizing, 
article ree 
verti. 
¥ TO PAY YO 
mail to any address copy of 
Dealers who w ish 
collect. Address all communications, 


a THE TRADDLES Co., 


Cincinnati, Ohio, 


AUSTRALIAN, Before fixing up your 
Australian contracts for 
advertising, we should like you to write to us for 

an estima ie. We guarantee to save you money, 

for, being on the spot, we can do advertisin 
cheaper than any other firm ata distance. All 
pepers are filed at our bureau, and every appear- 
ance is checked by a system unparalleled for ac- 
curacy. On application we will prepare any 
scheme of advertising desired, and by return 
mail will send our estimate. We desire it to be 
understood that we are the Leading Advertisin, 
Firm in the Southern Hemisphere. Tne 
on r a quarter of a century. F. T. WIMBLE & 
, 369 to 373 George St., Sydney, hasten 
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Do You Travel ? 


F SO, the exact /ocad railroad fares, distances and 

connections between a// business towns throughout 
the U. S. and Canada, with populations, hotel rates, 
and smber of firms engaged in the different dines 
of trade in each, cannot fait to be interesting to you. 
“GIBB'S ROUTE AND REFERENCE < 
gives this. Specimen pages sent /ree. 


GIBB BROS. & MORAN, New York. 

WE sell absolutely the best razor that 
money will buy. Clean-cutting, smooth 
and easy shaving. Easily kept in order. 


LISTEN! == 








of our firm bought 
§ one of these razors, 
and, by strapping it a moment daily, has 
kept it in perfect order and shaved 
himself with it 355 times in each and 
every year for 29 years. 10,295 times 
in all. Jt shows little wear, and cuts 
as well to-day as ever. 

For $2.00 we will mail a similar 
razor to any person in the U. S., fully 
warranted. FOWLER & CO., 

Box 2063 N. Y. City. 


A #2500 COTTAGE. 
NEW DESIGNS FOR 1891. : 
My complete list of new | ag oye ge for 1891 is 
as follows: In addition to the 25 “classified” 
designs, each book (except No. 32) contains I4 
designs of various costs, making 39 designs in 
each book. Large views, floor plans and full 


goon tions are aa] £9 e00 Cottages 

20k No. 19 contains Designs o! or 

- | - bi) » 1,000 Cottages 
“ 2 ed 1,500 Cottages 


= ¥ 6,000 Houses 
= a wd 7,500 Houses 
Book No. 32 contains 20 Designs of Double Cot- 
and 20 Designs of Stables. 
Book No. 33 contains 25 Designs of Ten Thousand 
Dollar Houses. 

Prices.—One book, #1; any 4 books, #3; any 7 
books, #5; full set (15 books), #10. Mailed, ‘all 
postage prepaid on receipt of price. Address 

. W. SHOPPELL, Architect, 
63 Broadway, New York. 
Mention this paper. 


PRINTERS’ 


INK. 


BOOK " | 


|THE ST. PAUL BOOK AND 
STATIONERY CO. 
Publishers, Booksellers and Stationers 
ST. PAUL, MINN., Jan. 28, 1891. 
| Messrs. ROBERT BONNER’S SONs, 
Gentlemen : The advertisement of ou 
| TADELLA ALLOYED-ZINC PENS, placed fo. 
jus by Messrs. J. L. Stack & Co., adver 
tising agents of this city, in the New 
York Ledger, has brought us more re- 
plies than any other advertisement of 
| equal cost. 

‘he number of replies is not the only 
criterion of the value of an advertising 
medium, and judging from the character 
of the handwriting, the general appear 
ance of the letters, and the proportion 
of the correspondents that enclosed the 
money requested in the advertisement, 
we unhesitatingly recommend the Ledger) 
to those who wish to address themsel\ es 
effectively to the well-to-do people. 

Yours respectfully, 
| THE 8T. PAUL Book & STATIONERY Cv 


WILSON'S RAVEN BLIGK 


‘Is guaranteed to be the 
best ink in the market. 


TESTIMONIAL. 
G. W. EscHENBACH, EASTON, PA. } 
EASTON, July 29th, 18go. ) 
W. D,. Wilson Printing Ink Co., Lt 
140 William St., New York - 
GENTLEMEN—I have given y 
Raven Black a fair trial. I have us 
it on a book on which there were 175,- 
000 impressions, and must say it is ! 
superior to any black ink I have ey 
used. It certainly does all you cl 
for it. ** Does not skin.” W 
smoothly and very cleanly, and 
just as its name designates—a 
black. Yours, etc., 
G. W. ESCHENBACH 


Sample package (one pouni 
One Dollar, express chars 
prepaid. , 


W. D. Wilson Printing Ink Co., 


LIMITED, 
140 William St., New York. 








PRINTERS’ INK. 


“HEAR ’EM.” 


Sing a song o’ sixpence, 
\ por ket full of gold, 
Four 


Bound into one fold. 


and twenty pages 


Isn't this the medium 


In which to advertise ? 


udvertisers everywhere 
We make no special boast, 
But with space in our I arm-Poultry, 


You may dine of ** Quail on toast.” 


—— MORAL: 
Advertise in 


FARM- POULTRY 


Rates and Sample Copy address 


FARM POULTRY, 22 Custom House St., 
BOSTON, _MASS. 


LZJALIN 


We recently prepared a list of HOME 
PRINT weeklies for a patron, which, when 
computed on the basis of circulation as 
given in Ayer’s Am. Newspaper Annual 

r 189, showed the cost per line to be only 
ONE-FIFTH (1-5) OF A CENT for EACH ONE 
THOUSAND (1,000) CIRCULATION, | 

For such valuable mediums as a selection 

m the best of the all-home print county | 

eklies, this is a rate which should com- 

ind the attention of advertisers who are 

seeking economical methods for reaching 

homes of people living outside of the 

s. We invite inquiry from advertisers 

rding our facilities for handling business 

the home print papers in any part of the 
United States, 





Business Office, 1127 Pine St.. St. Louis. Mo, 
Branch Office. 5¢ Beekman 8t.. Hew York City. 


ST. LOUIS 


OUR OF AGRICULTURE 


) Weekly 


Guaranteed 4 41,750 } “troue 
TO PAID IN ADVANCE SUBSCRIBERS. 
We will GUARANTEE 

41,750 copies to Paid Sub- 


iscribers and 6 times more 
circulation to Paid Sub- 


scribers than any weekly 
agricultural paper in St. 
Louis, or ask no pay for 
advertising. 


WE ISSUE from 35 to 50 per 
cent. more papers to Paid 
Subscribers every week than 
ont paper of our class west of 


See the eteeee Agents for terms, 


ddress 


Journal of Agriculture 
ST. LOUIS, MO, 


ALLENS MILLIOW. 


Allen's Lists guarantee and prove over 
one million circulation each month. 


Should less than one million copies be 
printed and circulated in any month, I agree 
to make a discount in exact proportion to 
each advertiser; this has been a standing 
offer for years, and is unparalleled, no 
other publisher in America having had suf 
ficient faith in his willingness and ability to 
perform, to compliment me by imitation. 
You can reach about one-fifth of the 

rural population of the United States 
through Allen's Lists. 


Furthermore, the periodicals of Allen’s 
Lists reach the better classes of the rural 
masses who subscribe, and who pay good 

yrices, because they want them in their 
homes— because they are interesting and use 
ful in the family circle. The periodicals of 
Allen’s Lists are never thrown around ; few 
periodicals are circulated with such extreme 
care 

THE TEST. 

Spectal test ads. were run by a considerable 
number of the great proprietary houses before 
making contracts with Allen’s Lists; their 
advertisements are now to be found in these 
lists the year round—look and see. 

We court the test, especially the compara 
tive, competitive test. When the test is com 
parative, Allen’s Lists wonky stand, not near 
the head, BUT AT THE HEAD. 

My claim to siopiaisaneaiite to the 
advertiser. 

t?-Forms close the 18th of each 
prior to the date of the periodic als. 
E. ©. Allen, Proprietor of “ Allen’s Lists,” 

Augusta, Maine. 


or 


month 
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ILLUSTRATIONS IN ADVERTISE- 
MENTS. 


has been a noticeable boom of late in 
f rial advei . Prob- 


for bright ‘advertist 
icularly, ought to 
rall an is done 


sents a broad eer 

Local advertisers, 
s weoshetches ——s more gene: 
present. je-awake man who introduces 
this sy into a # Hocaliey —— it has not been 
made famil es creating 
oy oo gh 
e 


ares 
a1. 

[A wide-awake man who wishes to 
introduce this style and create a sensa- 
tion, should subscribe to the American 
Advertiser (a paper which furnishes re- 
tail dealers with advertisements written 
by experts and ready to use), which 
gives two advertising cuts asa premium 
to each annual subscriber. It also has 
a form of subscription by which, by 
paying $10 a year, the merchant receives 
two entirely new advertising cuts each 
month during the year. Sample copies, 
20 cents. Trial subscription, 6 months 
without premium), $1.00; one year, 
(with two single column cuts), $2.00. 
JNO. K. ALLEN, 559 ROOKERY, 
Chicago. 


The Daily 


Continent 


Successor to ‘* The Star,” 
NEW YORK. 


16 pages, 5 columns to page, Daily. 
2 Cents. 


32 pages, 5 columns to page, Sunday. 


5 Cents. 


16 pages, 5 columns to page, Weekly. 
$1.00 per Year. 


The “new departure ’”’ in journalism 
and praised by everybody. A’ leader 
of anew day. “ Unique and bandy.”’ 
““Why didn’t somebody think of it 
before?”’ Compliments and praises by 
the thousand. Sample copies free. 


FRANK A. MUNSEY, Publisher, 
239 Broadway, corner Park Place, 
NEW YORK. 

BP. HUBBARD, Manager Advertising De- 


artment ; also of The Argosy and Munsey’s 
eekly. Two leaders of their kind. 





PRINTERS’ 


INK. 


There are two ways of entering 


house to which this calls attention 


THE 


“BURGLAR 


may get a fine position and find 


good opening, but he doesn't 


the attention and lacks the confide: 
of the inmates of the particular ho 


he is entering. 


THE 
ADVERTISER 


Who has an article to sell which ap- 
peals to well-to-do householders car 
enter over 260,000 HOMES 

a way that will attract attention and 
which carries with it the opportunity 
entire confidence 


to receive the 


every inmate. 


That way is made easy for reputabl: 


advertisers. We manage it. 


Sunday School Times, 
PHILADELPHIA, 
Lut eran Observer 
jationa 
Christian Standard. 
Presbyterian Journal. 
Ref’d Church Messenger 
Epi | Recorde 





























BALTIMORE. 
Baltimore Baptist. 
Episcopal Methodist. 


One 
Price 
Advertising 

Without Duplication 

of Circulation 
HOME BEST 

JOURNALS WEEKLIES 

Every Week 

Over 260, e00 Copies 


Religious Press 
Association 





= 


Phila 
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FANS FOR 189 


For Printers AND DEALERS IN 
Advertising Novelties. 


On receipt of 50 cents we will send 52 
samples of the finest Advertising Fans 
ever offered to the trade, with price list. 


STECHER LITHO. Co., 


Rochester, N. Y. 








Ss immmcrienanethl 








— tlh lt ee a eee Ree Ree ee eee 





COMFORTS MARCH 4th 


with Proof of Circulation. 


We GUARANTEE and expect to prove from time to time that “Comfort” 
has an actual monthly circulation of OVER HALF A MILLION COPIES, and we 
now affirm that the number of PAID IN ADVANCE SUBSCRIBERS is at present 
over 400,000. We hold and can show P. O. REcEIPTs signed by J. H. Manley, 
’. M., proving that we paid second-class postage on Comfort for the four 
months past (ending with our Jan. issues) $2,313.22, and that the bill for 

October was .. $672.46 | December was $54.61 
November was 8.21 | January was.... . Ro 

Comforts weigh about ten to a pound. 

We further show by affidavit of foreman of our press room that the 
erty Fy exceeds 600, . (Copy.) 

State of Maine, ; x 
Kennebec, a 
George D. Rockwood, of Augusta, in the County of Kennebec and 
State of Maine, here by certify on oath that I am foreman of the Press Room 
of The Gannett & Morse Concern, and that I have printed five hundred and 
twenty-five thousand eight hundred and fifty copies of Comfort for oe, ‘tna 
ruary issue. GEO. D. ROCK WOOD. 


State of Maine, ) 
Kennebec,  ** FEBRUARY 2ist, 1891. 
Then personally appeared the above-named George = Reema and 
made oath that the aforegoing ear it by him signed is t 
Before me, . M. GODDARD, Justice ot the Peace. 


With its rapid increase in subscriptions Comfort can safely guarantee 
a subscription list of over three-fourths of a million before another season, 
and in all probability its circulation will arrive at the million mark before 
‘”. Its advertising rates will remain the same until October next, when 
they will be advanced. Space at the agencies or of The Gannett & Morse 
Concern, Augusta, Maine. 
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Advertisements _ The Celebrated 
WRITTEN _|GALIFORNIA <@> Senet’ 


For newspapers or magazines; original de- The best in the world. Make no mistak 
signs and illustrations furnished. Primers,| [tS meritorious results have been thoroug! 
such as merchants and manufacturers use to, Proven. 50 cts. by druggist or mail. Te- 
help sell specialties; Trade Circulars and | timonials free. 
Spring Announcements—I write, print and; A, F. EVORY & CO,, Props., 
get them up in handsome styles. Sample .- ARDEP wurer . ~~ 
omens wit fe 1 dotaits free. 166 GREENWICH ST., N. Y. 
Writer of Advertis- 
om 35 w. Shrd St., New York 


IF YOU ARE 1 THINKING ‘OF ob ob oe Ke 


Advertisin in Eneland, 
Se lee Victor Bic cycles 


or rto advise. We ady act for numbers of 
leading American == Shall we hear from 
you? 





MAKE THE PACE. 


’ 
SM ITH S Highest Grade Only, Poems in Stec 


ldvertising al SEND FOR CATALOG. 

- mes 3 | THE OVERMAN WHEEL (0.. 
S58. SENT OE, B Chicopee Falls, Mass. 

LONDON, ENC. Boston. Denver 


lw ashington. San Francis 
s 


“SUCCESSFUL ADVERTISING 
(litH Epition) 
is the best guide to British advertising. 
Sent prepaid for 50 cents. 





‘“it Sets San Talking.” 


WHO ARE OUR CONTRIBUTORS? Literateurs, Capitalists 


Cowboys, Scouts, Miners, Indians; in other words, got who are familia 
fi 


whereof they write, and tell their stories in their own quaint 
way. You cannot afford to miss this. 


20 GEMSTONES FROM THE ROCKIES 


Y Free with the Great Divide. 


20 finely cut and polished Gemstones given free as a pri 
mium to each new yearly subscriber, as follows 


Cameo, Mosaic, for Sleeve Buttons 

Goldstone, Mentana Moss Agate. 
Agates, for Sleeve Buttons 
Green Moss Agate 
Agates, for Sleeve Button: 

ewel Onyx, sreen Crocidolite, 
Tree Agate, ink Crocidolite, 
Petrified ood, 


Each gemstone is honestly worth 50c., and some canno! 
be bought for $1.00 each of any jeweler, and the total value 
is over $10. You naturally say, “Can this be true?” W 
Puliy satis guarantee to refund your money if you are » 

iy satisfied. Our reason for offering this costly prem: 
is: We must advertise to get others to advertise with 
and ol this method we will have a national circulati 
cker than by any other method that we know of.) 
Sesenttenions are based on facts by trial experimen! 
anne Great Divide for March will contain an A: 
Suppiement worthy of fresting, an Aquerelle in 7 co! 
of the famous Indian c’ 


SrITTinG BULL, 
fy An original prize story of Western life by “ Fitz-Ma: 
ey A illustrated, entitled, “ Dead Man’s © 
Keri ” sketches of Ranch Life, Minerals, Gems, !« 
d and Silver are mined, and general descript! 
articles on the — West. Titustrated and ¢ printed on fine paper in a most elegant manv: 
Sample copy only 10 cts. Send O sAR to-day for a year’s subscription and | 
2 gemstones, securely packed, oh E. a postpaid, same day your order is received. 
Testimonials.—“Gems received, gems indeed.”—Prof. J.W.H. Canoll, N. Y. Colle: 
of Are hzology, ete. 
“T have received your little cabinet of cut stones, = are gems in their way. T! 
wonder is how you can afford them at such rates.”—Dr. J. H. C chapin, St. Lawrence Univer 
sity, Meriden, Conn. Always address 


THE GREAT DIVIDE, 1624 Larimer Street, DENVER, COLORADO. 
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IF 


GOOD 
ADVERTISER 


WERE OFFERED SPACE IN 

A GOOD PAPER OF 5,000 
CIRCULATION AT 1 CENT A LINE 
HE WOULD.GLADLY ACCEPT IT. 


The San Francisco Call 


HAS ELEVEN TIMES 5,000 
CIRCULATION AND CHARGES ONLY 


CENT 
PER LINE 


FOR EVERY 


OOM oy ys Bid hace be eae see, eo 


5,000 


ON LARGE ORDERS. 


the Largest and Best Morning Daily pub- 
ished on the Pacific Coast. 

the most Reliable Morning Daily published 
on the Pacific Coast. 

the great family newspaper of the Pacific 
Coast. 

entirely devoted to the interests of the peo- 
ple, having no political ambitions or personal 
ends to subserve. 


New York Office, F. K. MISCH, 
90 Potter Building. Eastern Manager. 
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¢D_ATION 
prove ao 


(renee mare) 


Any contract for advertising space in the 
SaturDAY BLabE or Cuicaco LEDGER now 
in existence or that may hereafter be made 
can be discontinued (not suspended) by the 
advertiser at any time at pro-rata rate for 
time it has run. If an advertiser can not 
make money out of space in my papers | 
don’t want his business. W. D. Boyce. 


The question is frequently asked, How can 
the CuicaGco LepGER jump from about 25,000 
copies per week to nearly 100,000 copies per 
week in a few months after the same is 
bought by the publishers of the Sarurpa\ 
BiapeE? The answer is simple and easy to 
understand. The Btape is sold in over 
7,000 towns each week by special agents and 
boys for the BLape. The LEDGER was im- 
mediately placed in the hands of the same 
agents. They sell the BLape on Saturday 
and the LepGer on Wednesday. 





I contract to prove 300,000 copies weekly 
on the BLapEand Lepcer for the next year, 
and until April 1st make a net rate of $1.00 
per line per insertion for both papers. This 
is only 


1-3 Cent per Line per Proved 1,000. 
After April 1st rate will be advanced 40 
per cent. 





Apply for space at once to any agency or to th: 


publisher direct. W. D. BOYCE, 
116 and 118 Dearborn St., Chicago, III. 
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Have You TO THE 


FACT THAT THE 


PITTSBURG 
PRESS 


Holds “ First Place”’ of all the Pittsburg 
Dailies in actual numerical strength, as 
guaranteed and backed up by Geo. P. 
Rowell & Co. Its laurels have been well 


Caught ON and fairly won. 


Copyright by 8. C. Beckwith. 





The Story of the Year, Sworn to, in Brief. 
For the twelve months ending Dec. 31, 1890: 
Total Cireulation, ° ° 11,320,734 
Spoiled, unsold and returns deducted, . 131,505 
Total NET Circulation, . ° . ° 11,189,229 
Number of days issued, ° ‘ , 308 
Average daily, exclusive of ‘Sunday, ° ‘ . ° 36,328 


City of Pittsburg, 88.: 
I solemnly swear that the above is a true and correct statement of the 
circulation of THE PITTSBURG Press, of ee. Pa., for the twelve months ending Decem 
ber 31, 1890. CHAS. W. HOU — Business Manager. 
Sworn and subscribed before me this 5th day of Joneary, 
Na “CRALLY, Notary Public. 


NET CIRCULATION, 36,328 COPIES. 
“LOW WATER” MARK. 
l'HE PRess owns and operates every day THREE eight-page lightning 
perfecting machines, by which it is enabled to get on the streets quickly. 


No retrograde movement, but a steady, substantial growth. 
sr. 


i 
Average Every lesne for the Year, - - 25,713 


" i: i889. 
Average Every Issue for the Year, 34,347 


ane 1890. 
Average Every Issue for the Year, - : 36,328 
If the ‘‘ Want”’ business of a paper is the test of popularity and power, 
then THE PREss is an easy ‘‘ winner,” as it carries more business of that class 
than any other Pittsburg paper. 
CIRCULATION HICH! RATES LOW! 


Or ONLY 6 CENTS a line if an order runs every day for a year. 


THE SUNDAY PRESS, - 20,000 


Sworn statements of circulation in detail, giving every issue for the year 
go, will be sent on application. 


S. C. BECKWITH, 


SOLE AGENT FOR FOREIGN ADVERTISING, 


509 “ The Rookery,”’ 48 Tribune Building. 
CHICAGO. NEW YORK. 
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MARCH 1724 


On the above date the advertising rate ol 
The Golden Rule will be increased to 50 cents 
per agate line. On space used within one year 
discounts as follows: 10 per cent. on 100 lines; 
15 ON 200; 20 ON 300; 25 ON 500; 30 ON 1,000; 
_ 334% on 1,500. 


4 





Over 60,000 


Annual Paid Subscribers 


Read the paper weekly. It carries no questionable 
advertising at any price. 

The leading houses of the country acknowl- 
edge its value as a medium, by the continued use 
of its columns. 


THE GOLDEN RULE 
PAYS! 


Send for specimen copy to 


F. T. BURDETT, Adv. Mgr., 
50 Bromfield St., Boston 
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ADVERTISE ALL THE 
YEAR._2 ‘ROUND 


IN TAE CGPEOPLES 
|HOME NEWSPAPERS. 


—aa 











S 





SEND FOR CATALOGUE 
‘To TALE 


CHICAGQ<~ 
pER. 
NEWS PAT UNION. 


271 FRANKLIN ST, CHICAGO ILLS. 
or 19 SpRVCE St, New York. 











340 PRINTERS’ INK. 


“The Choicest Advertising Medium in America.” 








The Churchman 


AN ILLUSTRATED WEEKLY NEWS-MAGAZINI: 


Upwards of Two Thousand Pages 9x14 annually. 
$3.50 A YEAR. 








Episcopal 
Church: 


mClergy, 4,/00. 
Parishes, 3,500. 





Communicants,480, 





Middle States. 


The Home of THE CHURCHMAN, 
Lafayette Place, New York. 


The wealth and liberality of this religious body is show 
by its contributions for church purposes for one year of 


$11,500,000, $24 EACH COMMUNICANT. 


Nearly one-half more than the Presbyterian (North) which, 
with 753,000 communicants, contributed $12,900,000, or $17 
each, and one-half more than the Congregational, which, wit 
475,600 communicants, contributed $7,185,452, or $16 each. 

The Easter number of the THe CHuURCHMAN of dat 
March 28th will have an extra cover of tinted surface pay 
printed in color, with an artistic and churchly design by St: 
Orders for Easter advertising should include issues of Mar 
7th, 14th, 21st and 28th. 


M. H. MALLORY & CO., Publishers, 47 Lafayette Place, New York. 





